Sebbring Properties Group Survey of 1996 Event Attendees by CUTR
University of South Florida 
Scholar Commons 
CUTR Research Reports CUTR Publications 
4-1-1996 
Sebbring Properties Group Survey of 1996 Event Attendees 
CUTR 
Follow this and additional works at: https://scholarcommons.usf.edu/cutr_reports 
Scholar Commons Citation 
CUTR, "Sebbring Properties Group Survey of 1996 Event Attendees" (1996). CUTR Research Reports. 118. 
https://scholarcommons.usf.edu/cutr_reports/118 
This Technical Report is brought to you for free and open access by the CUTR Publications at Scholar Commons. It 
has been accepted for inclusion in CUTR Research Reports by an authorized administrator of Scholar Commons. 
For more information, please contact scholarcommons@usf.edu. 
: 1l 
• I r1 ~, 
·77 
I 
,-1 
:· 11 
!- l 
,- 1 
J 
J 
I 
_j 
:"_] . . 
u 
·.J 
d 
I 
J 
t LI 
Center for Urban Transportation Research · 
I 
/ 
SEBRING PROPERTIES GROUP 
SURVEY OF 1996 EVENT ATTENDEES 
Survey Results and Analysis 
• 
University of South Florida College of Engineering flgi-i I _ ___ .;... ______________________________ ..__. _____ lliiiiii,, ___ ~ 
. _j-
/ 
SEBRING PROPERTIES GROUP 
SURVEY OF 1996 EVENT ATTENDEES 
Survey Results and Analysis 
Prepared for 
Sebring Properties Group 
Prepared by 
Center for Urban Transportation Research . 
College of Engineering 
University of South Florida 
April 1996 
SEBRING PROPERTIES GROUP 
SURVEY OF 1996 EVENT ATTENDEES 
TABLE OF CONTENTS 
Executive Summary ........................................................................................... 1 
Background ..................................................................................................... 2 
Methodology ................................................................................................... 2 
Results 
1. Interest in attending other Motor Sports Events at Sebring .............................. 3 
2. Increases in purchase likelihood for advertised products .................................. 7 
3. Identifying and communicating to potential attendees of proposed new events ...... 15 
4. Demographic Comparisons to other Sources of Information ........................... 23 
Appendices: 
1. Survey Instrument 
Executive Summary 
Sebring Properties Group, Incorporated (SPG) requested that CUTR design and analyze the 
results of a survey of attendees at the 1996 Exxon Superflo Grand Prix presented by Aurora. The 
purpose of the survey was to determine what other types of events 1996 Sebring attendees might 
be interested in attending, how best to inform potential attendees about these events should they 
be scheduled, and what types of products attendees might be inclined to purchase if they saw 
advertizing for those products at the event. 
The instrnment was distributed to (relatively) random respondents during the event. Respondent 
selection and survey distribution were performed by employees of SPG and by one CUTR 
employee. Thirty-one percent (31 %) of the surveys (161 surveys total) were returned. 
The conclusions reached were: 
-From a popularity standpoint, the Indy-type cars and Sports/GT Endurance events are 
'the most popular among current attendees, and would be the most likely to draw fans 
/ back to Sebring. 
- AMA motorcycle races will draw a younger, lower income audience, while Indy-type 
car events will bring out a higher income crowd. 
- Probable attendees are most likely to have attended other IMSA events, NASCAR 
Winston Cup events, Professional Football, and Vintage/Historic Sports Car events. 
- Most respondents expect to find out about any new events at Sebring through direct 
mail or through the newspaper. 
- Automotive-related products (Vehicles, Tires, and Gasoline/Oil) receive the greatest 
benefit from being advertised at the events. 
- Comparisons of demographic data showed that Sebring attendees are wealthier, better 
educated, predominantly male, and more concentrated in the 35-49 year old age group 
than Florida residents in general. Sebring attendees have very similar demographics to 
IMSA spectators, according to demographic profiles published by IMSA. 
Detailed results are presented below. 
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Background 
Sebring Properties Group, INC. (SPG) requested that CUTR design and analyze the results of a 
survey of attendees at the 1996 Exxon Superflo Grand Prix presented by Aurora. The purpose of 
the survey was to determine what other types of events 1996 Sebri!).g attendees might be 
interested in attending, how best to inform potential attendees about these events should they be 
scheduled, and what types of products attendees might be inclined to purchase if they saw 
advertizing for those products at the event. Demographic data was also collected to profile 
attendees, to profile potential attendees to other events, and to serve as a comparison to Florida 
census data and attendees to other types of racing events (specifically, as published by IMSA). 
Methodology 
The survey instrument is attached at the end of the report. The instrument was printed on SPG 
letterhead and distributed to (relatively) random respondents during the four-day event. 
Respondent selection and survey distribution were pe1formed by employees of SPG and by one 
CUTR employee. An incentive was offered to respondents as described on the survey 
instrument. Five hundred and fifteen ( 515) surveys were distributed. Thirty-one percent (31 % ) 
of the surveys distributed were returned, for a total of 161 completed surveys. Data were 
entered into a Lotus spreadsheet format and analyzed using Statistical Analysis System (SAS) for 
PC software. The 95% confidence_ level for results in this study is most commonly at+/- 7.7%. 
Budgetary concerns were an important factor in the selection of this methodology. Non-rigorous 
methods of sample selection may particularly have affected the results. Certain groups of 
attendees, particularly those in the paddock area were not surveyed. However, the demographic 
patterns of respondents are very consistent with results from published IMSA surveys. Results 
from the Sebring survey can be cautiously interpreted as being representative of the attendees. 
The results should not be extended to represent any other population, such as general racing fans 
or the general public. 
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Results 
1. Interest in attending other Motor Sports Events at Sebring 
Respondents were asked to state their interest in attending five oth~r types of motor sports 
events at Sebring International Raceway. The highest level of interest was expressed for an Indy-
type cars event or a Sports/GT endurance event. Over sixty percent of attendees said they would 
"definitely" attend either one of these events. More moderate levels of interest were expressed 
for a Stock Cars/Trucks event, a Vintage/Historic Sports Cars event, and an AMA motorcycles 
event. The greatest level of interest among Sebring attendees is clearly for an Indy-type cars or a 
Sports/GT endurance event. The results were tested via a Wilcoxon signed-ranks test for paired 
samples and the differences indicate (at over a 99% confidence level) that: 
1. Indy-type Car and Sports/GT Endurance events are preferred over any other events; 
2. Stock Cars/Trucks and Vintage/Historic Sports cars are preferred over AMA 
Motorcycle races. 
I 
There were no significant differences in preference for Indy-Type cars versus Sports/GT 
Endurance, nor were there significant differences in preference for Stock Cars/Trucks versus 
Vintage Sports cars events. The statistics confirm the fairly obvious conclusions reached by 
inspection of the attached chart. 
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Most respondents indicated they would attend two or three other events at Sebring. The 
complete breakdown is presented on the attached chart. 
Conclusion: 
- From a popularity standpoint, the Indy-type cars and Sports/GT Endurance events are 
the most popular among current attendees, and would be the most likely to draw fans 
back to Sebring. 
/ 
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How many other events Sebring attendees 
would attend per year at Sebring 
Three 
28% 
Four 
18% 
Two 
28%-, , 
One 
7% 
Five or more 
19% 
/ 
2. Increases in purchase likelihood for advertised products 
Respondents were also asked to indicate how much increase there would .be in their likelihood of 
purchasing products advertised at the events. The percentage that said they would be much more 
likely and also the percentage that said they would be somewhat ~ore likely to purchase the 
various products if they are advertised is shown on the attached chart. 
This survey was not designed to be able to provide any quantifiable estimates of the effect of 
advertising, or to quantify costs versus the benefits of such advertising. Such estimates would 
require very elaborate and sophisticated testing mechanisms. However, the survey does provide 
a reasonable comparison of attendees reaction to such advertising for one product versus another. 
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The data were also broken down and summarized for all respondents who indicated that they 
would definitely or probably attend each of the five proposed events. The results are indicated 
on the charts attached. 
There are a two main ways this data could be analyzed. These include: 
1. Which proposed events would benefit each product category the most 
2. Which products benefit the most at each proposed event. 
Many respondents indicated they would attend multiple events. Respondents were not asked to 
identify if their likelihood of purchasing products would differ based on the event they were 
attending. The percentages of people who said they were much more likely or somewhat more 
likely to purchase products advertised at events is virtually identical from one event to another. 
This set of factors leads to the conclusion that each product category benefits the most from the 
I 
events that draw the greatest attendance, namely the Indy-type Car and Sports/GT Endurance 
~vents. 
The question of which products benefit the most at each proposed event can, however, be 
answered directly. The appropriate test is once again the Wilcoxon test, which indicates that in 
' general: 
"' 
- Tires benefit the most from advertising on site. In many cases, however, there is a very 
small difference between the benefit to tires and to gasoline/oil products. 
- Gasoline/oil products and vehicles benefit the next most from advertising. There is no 
significant difference between the benefits to gas/oil and the benefits to vehicles. 
- Foods and consumables benefit the next most, followed by Auto repair and computers 
(which receive equal benefit), and lastly banks and financial services. 
Conclusion: 
- From responses on the survey, it appears that automotive-related products (Vehicles, 
Tires, and Gasoline/Oil) receive the greatest benefit from being advertised at the events. 
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3. Identifying and communicating to potential attendees of proposed new events 
Demographics of potential attendees to the various events are shown in the tables below. The 
demographics differ only slightly from potential attendees of one event to another. The key 
differences are: 
- Seventy-six percent (76%) of potential attendees to the Stock Cars/trucks event are 
under 45, compared to 68% of all attendees. On average, Stock Car/truck events will 
draw a relatively younger audience than the other events. This should not, however, be 
·· misinterpreted to mean that more of the younger attendees will attend this event than the 
other events. What it means, for potential advertisers, is that the audience will be a more 
focused target; that is, the average age of those who do attend will be lower, because 
there is proportionately less interest among older Sebring attendees than among younger 
attendees. 
- Fifty percent (50%) of potential attendees to Indy-type cars events have incomes over 
$50,000, compared to 39%-45% for most other events. Indy-type cars events will draw 
the most affluent crowds. Given that Indy-type car events are one of the most popular 
events, this can also be correctly interpreted as meaning that Indy-type cars will draw 
more of the higher-income fans than any other events. 
- Only thirty-two percent (32%) of potential attendees to AMA motorcycles events have 
incomes over $50,000. AMA events will therefore draw the least affluent crowds, on 
average. Again this should not be misinterpreted to mean that more of the low-income 
attendees will attend this event than the other events. What it means again is that the 
audience will be a more focused target for advertisers, in that the average income of those 
who do attend will be lower. There is proportionately less interest among more affluent 
attendees than among less affluent attendees. 
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Demographic comparisons: 
ALL Those that definitely/probably would attend: 
Demographic Category All Sports/GT Vintage/ Stock Indy-Type AMA 
Attendees Endurance Historic Cars/Trucks cars Motorcycles 
HOUSEHOLD 
VEHICLES (%) (%) (%) (%) .(%) (%) 
0-1 11 11 9 8 11 12 
2 39 39 38 43 43 41 
3 25 25 25 23 24 28 
4 or more 24 23 24 24 20 15 
% Live in Florida 75 79 78 78 80 84 
AGE (%) (%) (%) (%) (%) (%) 
18-34 20 22 18 25 20 26 
35-44 48 50 48 51 51 45 I 
45 and up 30 26 30 19 2T 26 
%Male 71 72 67 67 72 70 
""· 
% Married 75 73 73 72 72 68 
EDUCATION (%) (%) (%) (%) (%) (%) 
Did not complete H. S. 4 4 4 5 4 7 
HS Degree 15 13 17 19 13 14 
Attended College 32 32 27 33 34 35 
Trade/technical 11 13 12 13 12 12 
College Graduate 25 25 26 23 24 23 
Graduate degree 11 11 11 4 10 4 
HHINCOME (%) (%) (%) (%) (%) (%) 
Under $10,000 5 5 5 7 4 5 
$10,000 - $19,999 7 8 10 10 8 14 
$20,000 - $29,999 10 11 12 13 11 · 15 
$30,000 - $39,999 13 13 13 17 11 14 
$40,000 - $49,999 14 14 13 11 14 16 
$50,000 - $79,999 28 26 24 23 30 i6 
$80,000 or more 19 19 19 16 20 16 
. 
Respondents were also asked what other types of sporting events they attended. This is 
summarized in the charts attached, broken down by those who would definitely/probably attend 
each different type of event. For this question, while there was an overall commonality in types 
of events attended (generally IMSA, NASCAR Winston Cup, Pro Footb8;ll, and Vintage Sports 
Cars), there were some significant differences in percentage of probable attendees who had 
attended each specific event: 
- Probable attendees to an Indy-type Cars events are most likely to have attended other 
IMSA events (56%), NASCAR Winston Cup events (55%), and Pro Football (49%). 
- Probable attendees to a Sports/GT Endurance event have a similar profile to probable 
attendees oflndy-type Car events: they are most likely to have attended other IMSA 
events (61 %), NASCAR Winston Cup events (56%), Professional Football (49%), and 
Vintage Sports Cars events (43%). This is hardly a surprising results since over 80% of 
those who would attend one of the events would also attend the other. 
1- Probable attendees to a Stock Cars/truck event are likely to have also attended 
NASCARWinston Cup (70%), other IMSA events (52%), and Pro Football (49%). 
/ 
- Probable attendees to a Vintage/Historic Sports Cars event a.re like.ly to have attended 
other Vintage Sports Cars events (60%), other IMSA events (56%), and NASCAR 
Winston Cup events (55%) 
- Probable attendees to an AMA Motorcycles event are likely to have also attended 
NASCAR Winston Cup events (64%), other IMSA events (51 %), Vintage Sports Cars 
events (50%), and pro Football (45%). 
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Survey of 1996 Sebring attendees 
Attendance at other sporting events 
among people who would definitely/probably attend 
an AMA Motorcycles event at Sebring 
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Survey of 1996 Sebring attendees 
Finally, respondents were also asked how they found out about this event and how they would 
expect to find out about future events that they would be likely to attend. Most expected to find 
out about future events through direct mail (40%) or the newspaper (37%). Fifty-six percent 
(56%) reported having found out about the Sebring event at which the surveys were distributed 
through "other" (unspecified) means, most likely through word of mouth. 
Conclusions: 
- AMA motorcycle races will draw a younger, lower income audience, while Indy-type 
car events will bring out a higher income crowd. 
- Probable attendees are most likely to have attended other IMSA events, NASCAR 
Winston Cup events, Professional Football, and Vintage/Historic Sports Car events. 
- Most respondents expect to find out about any new events at Sebring through direct 
mail or through the newspaper. 
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How Sebring attendee found out about this event 
versus how they would most likely get information about other events 
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4. Demographic Comparisons to Other Sources Oflnformation 
The table below presents a summary comparison of Sebring attendee demographics to 
demographics ofIMSA spectators (source: IMSA - 1994) and Sebring attendees from Florida to 
overall residents of Florida from the 1990 census. 
The table shows that there are very stark differences between Sebring attendees and the general 
resident population of Florida. Sebring attendees are wealthier, better educated, and much more 
concentrated in the 35-49 year age group, as well as being predominantly male. Sebring 
attendees are very similar in demographic terms to IMSA spectators: Income and age 
distributions are fairly close. Sebring attendees are more likely to be married than IMSA 
attendees. IMSA education figures are suspect since they provide no "attended but did not 
complete college" figures, which constitutes a significant portion of Sebring attendees. 
The comparisons lend some additional confidence that the surveys returned are fairly 
I 
representative of attendees of Sebring, since they are fairly close to the IMSA spectator profile. 
I 
Conclusion: 
- Comparisons of demographic data showed that Sebring attendees are wealthier, better 
educated, predominantly male, and more concentrated in the 35-49 year old age group 
' than Florida residents in general. Sebring attendees have very similar demographics to 
IMSA spectators, according to demographic profile;published by IMSA. 
" 
25 
Demographic comparisons to other sources 
Demographic Category Sebring Attendees Florida residents Sebring IMSA Spectators 
(from Florida) ( 1990 census) Attendees (Total) (1994 - IMSA) 
HOUSEHOLD 
VEHICLES (%) (%) (%) (%) 
0-1 10 50 11 n/a 
2 46 37 39 n/a 
3 26 10 25 n/a 
4 or more 17 3 24 n/a 
(Residents age 18 or 
AGE (%) more only) (%) (%) (%) 
18-24 3 12 3 12 
25-34 20 21 18 29 
35-49 I 53 25 49 35-54: 53% 
50-64 I 21 19 27 n/a 
65 and up 3 23 4 ·55 +: 5% 
• 
%Male 80 47 71 77 
"' 
% Married 71 60 75 54 
(Residents age 18 or 
EDUCATION (%) more only)(%) (%) (%) 
Did not complete H. S. 4 25 4 3 
HS Degree 15 30 15 34 
Attended College/ Trade/ 50 27 43 n/a 
Technical 
College Graduate 25 11 25 43 (?) 
Graduate degree 6 6 11 20 
ANNUAL INCOME 
(Household) (%) (%) (%) (%) 
Under $10,000 6 15 5 1 
$10,000 - $19,999 10 20 7 5 
$20,000 - $29,999 12 19 10 11 
$30,000 - $39,999 11 17 13 14 
$40,000 - $49,999 15 7 14 16 
$50,000 or more 46 15 47 53 
APPENDIX A 
Survey Instrument 
I 
SEBRING 
INTERNATIONAL 
RACEWAY,INC. 
Properties Group 
Marketing & Bw,incM Development 
4807 Bayghore Boulevard 
Biglow Hehn< Mm.ion Suite IOI 
Tampa, FL 33611 
Tel! (813) 831-4648 
Fax: (813) 831-%07 
Raceway 
Adminiru,,tion,'Opcrations 
I 13 Midway Drive 
Sebring, FL 33870 
Tel: (813) 655-1442 
Fax: (813) 655-1777 
-
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FILL OUT OUR SURVEY - PICK UP A VISOR! 
Thank you for taking a few minutes to fill out our survey. Please be as 
accurate as possible. We intend to use the data collected to enable us to 
bring road racing events to Sebring that will provide-you with the sporting 
entertainment that YOU want. On the back is an offer good for a special 
reward for your cooperation (one per fumed-in. survey, please). Enjoy the 
1996 EXXON SUPERFLO Sebring 12 Hours of Endurance presented by 
AURORA. 
What additional road racing event(s) would you attend at Sebring? 
·· (Please check one answer Definitely Probably Probabiy_ .· Definitely 
per type of event) Would Would Would Not ·would Not 
Sports/GT Endurance? 
Vintage/Historic Sports Cars? 
Stock Cars/Trucks? 
Indy-Type Cars? 
AMA motorcycles? 
Attend Attend Attend Attend 
If all of these events were offered within a single year, how many 
would you attend? (Circle one) 
None. 1 2 3 4 5 or more 
I 
/ 
-.:....... \ 
. How would you be most likely to find out about additional events at---.i 
·sebring International Raceway? (Circle One) 
WorldWideWeb Newspaper Radio TV Ads Direct Mail Other 
How many times have you attended the Sebring 12 Hours of 
Endurance before this year? (Circle one) 
Never 1 2 3 4 5 + times 
How did you find information about this event? (Circle One) 
Newspaper Radio TV Ads Direct Mail Other 
·what other sporting events do you attend? (Check· all that apply) 
Other IMSA events_ SCCA amateur racing_ Vintage Sports Cars 
NASCAR Winston Cup_ NASCAR Supertruck _ NASCAR Busch GN _· 
ARCA/ASA/AIIPro _ CART lndyCar _ AMA motorcycle races _ 
Professional football College football _ Professional baseball ·_ 
Professional hockey_ Spring Training baseball _ Professional basketball _ 
(PLEASE COMPLETE THE REMAINING QUESTIONS ON THE OTHER 
SIDE OF THE SURVEY) . 
I. 
I 
How much more (or less) likely are you to purchase the following types of products 
from companies that support or sponsor auto racing events that you attend? (Please 
- check one answer for each product category) 
Much Somewhat About Somewhat Much 
More More The Less Less 
Likely Likely Same Likely Likely 
Vehicles 
Tires 
Gasoline/OJI 
Au,t9 Repair Services 
Foods and other consumables 
·computers/Electronics 
Banking/Financial Services 
The following information is for classification purposes only. Your responses will be 
completely anonyrpous and confidential. 
How many working v~hicles are there in your household? (Circle ONE) 
None 1 2 3 4 5 or more 
Is your home?: In Florida_ Outside of Florida_ Zip Code ___ _ 
Your age is?: 18-24. 25-34 35-49 50-64 65 or over 
Are you?: Male Female Married _ Single_ 
What is the highest level of education you have completed? (Check ONE) 
Did not complete High School 
Attended college 
College Graduate 
. High School Degree/GED _ 
Trade or Technical School 
Masters or Ph.D. 
What was your total household income for 1995? (Check ONE) 
Under $10,000 _ $10k-$19k _ 
$30k-$39k _ $40k-$49k _ 
$80k or more _ 
$20k-$29k_ 
$50k-$79k_ 
YOUR COMPLETED SURVEY IS GOOD FOR A FREE SOUVENIR VISOR. 
RETURN YOUR COMPLETED SURVEY FORM - IN ITS. ENTIRETY,~ TO 
ANY OF THE NATIVE SUN T-SHIRT STANDS. YOU WILL FIND TWO ON 
THE MIDWAY AND TWO MORE IN THE PADDOCK AREA. THANKS 
AGAIN FOR YOUR COOPERATION. 
. i 
